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Wer einen guten Wein 
macht, hat noch lange 

keine gute Marke. 
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 ZUKÜNFTIGE HERAUSFORDERUNGEN? 
 

 
- Konsolidierung des LEH 

- Weitere Fragmentierung des Marktes 

- Demografische Entwicklung / Konsumverhalten 

- Strukturänderungen Gastronomie / Stationärer Handel 

- Digitalisierung 

- Neo-Prohibition 

- Umwelt / Klimaveränderungen 
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SOURCE: SILICON VALLEY BANK 
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New consumers have entered the scene, due to increasing 
incomes and changes in drinking preferences
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Figure 3

Trends: New Customers 2000–2014
Source: OIV
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SOURCE: SILICON VALLEY BANK 

Figure 12

Forecast Changes in U.S. Cohort Purchase Share
Source: SVB Annual Wine Conditions Survey
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Urheber: <a href='http://de.123rf.com/profile_ensup'>ensup / 123RF Lizenzfreie Bilder</a> 



Infrequent consumers would 

choose wine more often but it is 

hardwork to understand it. 

 

 

 

Wine Intelligence Research 
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